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Let's swap ideas 


Match your advertising ideas with 
these —and win a *50 Bond! 


Miniature easel lightens 
load for salesmen! 


FREE! 1001 ways to cut 


' 
printing costs Talk in terms of dollars 


to reduce copy changes! 


Another successful key number system! 





Do you have an idea to swap? 
Tell it to Kimberly-Clark ! 
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INCREASED READERSHIP 
THROUGH 


PERFECT OFFSET RESULTS 


— ai with REMINGTON RAND PLAST 


M. L. STRUTZENBERG 
HENRY HOKE, JR., 


Here’s a prediction you can bank on. .. Remington 
Rand Direct Image and Photographic Plastiplates 
will give you direct mail pieces with brilliance and 
life ... sales messages that just “beg” to be read . 
and all at important savings to you! 

Plastiplates no-grain plastic surface makes them 
the nearest thing to stone lithography for direct mail 
use. On each one of your printed pieces, Plastiplates 
assure faithful reproduction of every detail, captur- 
ing the whole of a line image... all the dots in a 


Short Notes 


What's New In Sales Promotion? 


A Suggestion tor Training Executives 


halftone. 
Your printer, too, will appreciate Plastiplates, be- 
Getting Customers From a 3¢ Stamp 
cause they are so simple to process, self-cleaning and 


easily filed for excellent re-runs! 


ee ee ee Make the PLASTIPLATE 


Letterwriting Folders describing 
Press Test.. Today! PLASTIPLATES 

' and PLASTIPHOTER 
To convince yourself of Plastiplates’ superiority, yours for 
make a FREE TRIAL. We will furnish you or your the asking 
printer with 3 FREE PLASTIPLATES so you can 
compare results. Write, or use the coupon 


Emotional Merry-Go-Round 
The Spanish Prisoner Scheme 
A 100 List 


Two Good Collection Letters 


Remington Rand Business Machines and Supplies Division 
Room 2514, 315 Fourth Avenue, New York 10, New York 
THE ONLY MAGAZINE DEVOTED Please send me 3 free Plastiplates Direct Image Photographic 
EXCLUSIVELY TO DIRECT MAIL Plastiplate folder (DS 62) Plastiphoter folder (DS 72) 
My duplicator is a Model No 
I use a typewriter with a Fabric Carbon Paper Ribbon 
Nome _ Company 
Address 
City 
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W. S. PONTOM, INC. 50 East 42 Street. 


Hew York 17, 4.7 


MU 7-5311 








POSTAL CARDS 


Send for samples of 
POSTAL CARD 
HOUSE ORGANS 
that pull inquiries 
and build good will 
ORVILLE E. REED 
Howell, Michigan 








DIRECT-MAIL COMBINE-VELOPES 


The 4-in-! Direct-Mail Sales Package 


Include Outgoing Envelope, Sales 


Letter. Order Form. Return Envelope 


Delivered Ready 


to Address 


W rite 


THE SAWDON COMPANY, INC. 


484 Lexingten Ave 


New York 17, N.Y 


Let Us Help You Solve Your 


ADVERTISING PROBLEMS - 


MARTIN Advertising AGENCY 8 


15Y East 40 St. NY 
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PLANT FORMS 


USE COTTON-FIBER 


Fox River 


4 FINISHES 
7 COLORS 
4 GRADES 
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HURRAH! The Reporter has finally 
gotten settled. When we moved to 
Garden City last June. our biggest head 
ache was telephone service. Long Is 
land has grown so rapidly that the 
telephone company cannot keep up 
with the demand for equipment. It 
was an achievement to get even one 
line. We know that many of you could 
not get us on the telephone because it 
has But the 
new sorts of 
blinking lights and such So mark 
down the new number and call us 
whenever we can be of help. Garden 
City 7-1837. The telephone charge 
from New York is simply two units 


constantly busy. 
lines are in with all 


been 


NEW HORIZONS is the name of a 
smart promotion currently under way 
by Pan American World Airways. 135 
East 42 Street. New York 17. N. Y 
New Horizons” is a 109-page. 8'/; by 
ll inch paperbound book. Subtitle 
How to get the most out of your trip 
abroad 13.501 facts about what to 
see, do, wear. and take home from 
over 900 places on 6 continents.” It 
is perhaps the most complete travel 
book ever published. More than 115 
000 copies have been distributed at 
$1 per copy. Pan American customers 
can order additional copies mailed to 
their friends but we understand 
that some people who have purchased 
bulk lots have difficulty with local post 
offices over the proper postage rate .. . 
whether it can be mailed as a book or 
as an advertising catalog. (Some post 
offices have charged 12¢ . . . but cor 
is 30¢). No matter what the 
charge. the book itself is a 
wonderful job. And worth a place in 
anyone's library 


rect rate 
postage 


THE GLASS-EYE STARE is being 
taken out of financial advertising by 
another old friend of this reporter. who 
has gone back to his first love . . . the 
savings and loan business. John Ladd 
(former DMAA Board member) is now 
advertising officer of First Federal 
Savings & Loan Association of Chicago 
1 South Dearborn Street, Chicago j. 
Illinois. He recently sent us two of 
his newest booklets . both excellent 


The Annual Report has a full-color 
cover. both outside and The 
explanatory. 24-page. 814, by 51 inch 
booklet on saving by mail has an en 
tirely new tone in financial advertising. 
Eight of the pages are in full 4-color 
printing. with kodachrome pictures of 
the bank's facilities and dramatized 
version of the sales story. All other 
pages in two colors. A wonderful job! 


inside. 


THE AMERICAN RIFLEMAN. 1600 
Rhode Island Avenue. N. W.. Wash 
ington 6. D.C. has a new circulation 
director and Washington has a new ad 
vertising agency. L. Q. Bradley. after 
twenty years of handling circulation for 
the National Rifle Association, has re 
signed and has started Advertising Ser 
vices, Inc.. 3105 Military Road, N. W. 
Washington 15, D. C . with six ac 
counts. C. R. “Dick” Rogers continues 
as promotion director of American Rifle 
man and Jack Fauntleroy, L. Q. Brad 
former will be fulfill 
manager luck to all 


assistant 
Good 


ley's 
ment 
concerned! 


INDUSTRIAL LIST BUREAU (Eli Ko 
gas. 45 Astor Place. New York 3, N. Y.) 
has a new and effective wrinkle in 
their latest 6 by 9 inch Mailing List 
Guide. After the first three introductory 
and explanatory pages. there are 29 
sheets of classified listings set narrow 
width leaving wide margins. At 
the bottom margin of each left-hand 
page explanation of some 
phase of the list business. At the bot 
tom margin of right-hand page 
there is a fine testimonial from some 
prominent customer of Industrial List 
Bureau. A fine 


is a brief 


each 


idea 


PHILLIP MORRIS & COMPANY are 
putting direct mail to use in fighting the 
recent Federal Trade Commission rul 
ing against their advertising. Public 
relations expert Benjamin Sonnenberg 
247 Park Avenue. New York City is 
supplying editors all over the map 
with long press releases giving detailed 
descriptions of Phillip Morris’ side of 
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the case. Attached to the press releases 
are pamphlets containing supporting 
evidence by doctors or medical journals. 
It is quite a campaign. But... no 
matter who is right. the smart-alecky 
scientific” cigarette commercials are 
getting pretty obnoxious 


THOSE. LETTER STYLING FORMATS 
are certainly getting around. Ned 
Greene, managing editor of Restaurant 
Equipment Dealer. 71 Vanderbilt Av 
enue, New York 17, N. Y. sent us copy 
of his February 1952 issue. which con 
tains two-page spread showing the 
seven styles for making letters look 
better (From October 1951 Reporter) 
Incidentally, after all the publicity in 
the hotel and restaurant fields . . . it is 
encouraging to notice how many hotel 
sales departments are training their 
typists to use better letter typography 


A CATALOG LISTING 100 BOOKS 
on advertising is now available from 
Donald H. Jones Professor of Journalism 
at the University of Missouri, Columbia 
Missouri. Single copies will be sent 
free-of-charge if you send a request 
on your business letterhead. Seems 
to be fairly complete although direct 
mail section is weak 


ADVERTISING AGENCIES which ad 

vertise themselves well are . . . a rarity. 
We liked the attractive. 8-page-and 
cover brochure issued by Sidney Clay 
ton & Associates. 75 East Wacker Drive. 
Chicago 1. Illinois. We use the word 
brochure” when it seems insulting 
or derogatory (or something) to call a 
printed piece a booklet. This one is 
superb. It give an interesting analysis 
of the difference between advertise 
ments and advertising. It is a broad 
conception and more people should 
understand the difference. Write for a 
copy if you are interested 


SLIDE CHARTS are being used more 
and more in selling. Either the plastic 
wheel affairs or the sliding slips within 
a pocket. If you want to learn about 
all the various types of charts. write to 
Robert Silvert. sales manager of Perry 
graf Corporation. Maywood, Illinois. 
This firm specializes in the planning 
and production of such pieces. A 28 
page. 8 by 5 inch, informative booklet 
is now available. Illustrates many 
models, showing how they save selling 
time by enabling the prospect to find out 
quickly something he wants to know 
before he buys. Worth knowing about. 
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EVERYONE THOUGHT IT 
WAS DONE WITH 
PRINTER’S TYPE! 


finer packing, ty 
4 seats, companion fla 
“ANDARD EQUIPMENT 
mplete with roller bearing 
lical gears, oilbath and 
»ase-packed crosshead pi 
cessories 
Suction Strainers 
No. A-68A Straight 
bh D-668A Right An 


ime... IT WAS 
ALL 'TYPED’... 
ON THIS MACHINE 


$5600% Saued/ 


A well known manufacturer makes 
this savings on a single job. The 
new DS] Vari-Typer method of type 
composition made it possible. 


The VARI-TYPER hos oa standard 
keyboord and is operoted by your 
office typist. It produces finished 
type-proofs, all ready for paste-up 
or direct reproduction on a litho 
plate of mimeo stencil. Both mar- 
gins ore automatically evened. 

INSTANTLY CHANGEABLE TYPES 

Chonge fo any style and size you 
like—hundreds to choose from in all 
the popular designs—and in foreign 
languages, ~ too. 

’ (VARI-TYPED!) 


RALPH C. COXHEAD CORP 
720 Frelinghuysen Avenve 

Nework 5. NJ 
Please send me Vor:-Typer Booklet SAS2 
Nome 


Compony... 


THE MAILING LIST BROKERS took 
over the Valentine Day meeting of the 
New York Hundred Million Club. Audi- 
ence had a chance to shoot questions 
about everything concerned with lists 
and brokerage. About the first time all 
members of National Council appeared 
together in public. For the records. . 
the members of panel were: Standing 
C. H. Ruby of James E. True Associates 
Walter Drey of Walter Drey. Inc. Seated 
left to right: Anne Archer of Archer 
Mailing Lists: Ed Proctor of Guild Com 
pany: Don Natwick of D. L. Natwick 
George Bryant of George R. Bryant 
Company: Lewis Kleid of Mailings In 
corporated: Willa Maddern of Willa 
Maddern, Inc.; James Mosely of Mosely 
Selective List Service: Mary Sullivan 
of D-R Special List Bureau: Marcella 
Coolidge of Names Unlimited. Inc 


eee 


AN INDIVIDUALIZED BLOTTER is 
being used by Robert Silverman to pro- 
mote his direct mail advertising serv 
ices at 1302 Ontario Street. Cleveland 
13. Ohio. Mails one to his customers 
and prospects each month. Nothing 
appears on the face of the blotter except 
the calendar of the month and the re 
cipient's name imprinted in bold type. 
Bob's name and address appear as a 
signature on the blotting side in the 
position usually occupied by an en 
dorsement on a check. It is good low 
pressure selling . . . reminiscent of the 
days back in 1924 when Jack Carr tried 
the experiment of mailing personalized 
blotters to 1000 prospects each month. 
Nothing appeared on the blotter ex 
cept the recipient's name. smack in 
the center (imprinted by the old Kier 
press). Jack got good results. Execu 
tives started writing after five or six 
months (getting the name from the 
envelope) wanting to know why Jack 
was sending the blotters. That gave 
him a good chance to tell them. 


FOR AN INTERESTING LIST CATA 
LOG write to H. C. “Hank” Henderson. 
manager of the Direct Mail Division 
of McGraw-Hill Publishing Company 
Inc., 330 West 42 street. New York 36 
N.Y. Ask for the 12th issue of McGraw 
Hill's Mail Order Lists. It classifies and 
describes 1.500.000 names. representing 


executives, engineers and businessmen 
who run America. They are compiled 
by McGraw-Hill from subscribers to 
trade publications and from over 2700 
tested list sources. All are available 
on a rental basis. 


CARL VIENOT (134 Summer Stree’. 
Boston. Massachusetts) was first to fol- 
low through on Larry Chait’s sugges 
tion about cleaning up mailing lists 
(see February Reporter. page 13). Carl 
sent aq memorandum to ail his cus 
tomers on February 19. offering a cash 
refund of 5 cents for every nixie re- 
turned to him within 45 days after ad- 
dressing any of his lists (through list 
brokers). That's a step in the right 
direction. 


BEFORE YOU FALL for any Canad- 
ian mining stock offers . . . better con 
sult your local Better Business Bureau. 
Mails are still full of phoneys. although 
authorities on both sides of line are 
trying to stop the rackets. “Investigate 
before you invest” is a very wise slo- 
gan. 


IF EMPLOYEE MORALE is worrying 
you ... write to Ira S. Glick. Science 
Research Associates, 57 West Grand 
Ave.. Chicago 10. Illinois and ask for 
details about the new information kit 
for the “SRA Employee Inventory.” Plan 
behind it was developed in cooperation 
with University of Chicago Industrial 
Relations Center. Can be used to: mea- 
sure morale: discover training needs; 
find weak departments: improve em 
ployee relations: help employees voice 
their views; cut down on employee turn- 
over. Worth investigating. 


IT’S ABOUT TIME! After all the years 
of crabbing about deplorable and sales 
losing telephone manners... somebody 
has done something about it. And by 
mail. Boyce Morgan. Vice President 
of DMAA (1025 Connecticut Ave., 
N. W.. Washington 6, D.C.) has set up 
what he calls “Better Business by Tele 
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phone” ...a series of twice-a-month 
single sheet bulletins which he is sell 
ing to companies for distribution among 
employees who must use the telephone. 
Reasonable rates. Bulletins and pro 
motion material skillfully written 

as would be expected. This reporter 
wishes the new venture. loads of luck. 


A “HOME WATER COMPARISON 
LABORATORY” kit is being tried out in 
Minneapolis area by Lindsay Company 
of St. Paul (manufacturers of automatic 
water softeners). Housewives receive a 
neat box containing 3 vials. By follow 
ing simple instructions. hardness of local 
water can be established . . . likewise 
wastage of soap. If test works out. plan 
for direct mail demonstration will be 
extended nationally. 


©. C. HOLLAND has been appointed 
director of advertising and sales pro 
motion of the Printing Ink Division of 
Interchemical Corporation. 67 West 44 
Street. New York 36. N. Y. ... known 
more familiarly as IPI. Mr. Holland 
succeeds the late George Welp. with 
whom he served as assistant director for 
the past five years. The former Lieu 
tenant Commander is well-known in 
the graphic arts field as a lecturer and 
author. All of his friends wish him luck 
in the new job. 


IT SEEMS TO US that a lot of pub 
lications are making a psychological 
mistake in their current direct mail 
They are offering all sorts of bargains 
for new subscriptions (especially on 
short-term offers). ‘Save $2.89 (or 
$3.65, or $4.82. or $5.60) on the news 
stand price by subscribing now It 
may be a good sales point but it is 
unwise politically. The. publishers are 
complaining about increases in the pos 
tage rates (just like a lot of other peo 
ple). But the discounts being offered to 
new subscribers are a whole lot larger 
(in dollars) than the increased cost in 
postage. The Post Office knows it. The 
members of Congress know it. So what 
is the argument to combat further postal 
raises? 


A PAT ON THE BACK for the Post 
Office Department is an unusual occur 
rence in these times ... but some postal 
clerk deserves a “Gold Palm” for de 
livering a certain piece of mail to 
this reporter. One of our subscribers 
sent us a bulletin which had been ad 
dressed from an Elliott stencil. The 
stencil was upside down and back 
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McLAURIN-JONES 
{) 


beodad 


Whether you're wooing 

maid for her hand or 
wheedling a woman to reach 
for a product sparkle in 


ir Sales pitch produces 


Old Tavern Gold and Platinum 
papers give packages, labels 
and mailing pieces the sparkle 
that sells, a smart dignity 

that indicates quality 

Fine line or halftones, bold, 
powerful open-face modern 

as well as light, delicate serif 
types take to Old Tavern with 


equally excellent results 


or urging ¢ 


ick your product 


rr 
St irkle im your saies 
Old Tavern Ge 


num Coated Papers 


McLAURIN-JONES CO. 


ONE MIRROR FINISH PAPER, 
; TEE LAT MMED PAPER 


MAKERS OF FA 
RELYON REPRODUCTION PAPER AND WARE Ff TCARD 
BROOKFIELD, MASSACHUSETTS Offices in: New York Chicago Cincinnati — Los Angeles 


field & Ware, Mass Grand Rapids, M 








Speed-lUp 
Addressing 
with OUPLISTICKERS 


Use these gummed, perforated letter- 
size sheets of 33 labels to expedite ad- 
dressing and increase office efficiency. 


MODERN METHOD OF 
] ‘Se 


ADDRESSING MULTIPLE 

MAILINGS, PREMIUMS, 

BULKY ENVELOPES, ETC. 
auPt ISTICKERS 


Specialty Printing Co- 


$88 Electric Street 
Scranton 9. 


Pa. 


DUPLISTICKERS ERE Ka 


ore made only by 





Does Anybody 
HATE Gravy? 


Not when it comes to gravy 
dollars The more the merrier. 
We think you'll agree. Will 
agree, too, that it’s high time 


YOU began cashing in—bvy let 
ting us pull extra profits for you 
out of your mailing lists. 

The arrangement is simple 
You register your lists with us 
we rent them out to care lly 
selected mailers who don’t com 
pete with you. Youre sure 
yecause you okay our selections. 

We'll 


iny way you like 


handle the addressing 
t usually de 
pends on how much of that gravy 
you actually want. For full infor 


mation ind details write or < all 


R 
D-R SPECIAL LIST BUREAU 


DIVISION of DICKIE-RAYMOND 
521 Fifth Avenue, New York 17 
80 Broad Steet, Boston 10 
National Council of Mailing 

List Brokers 


Member 











wards in the file and the impression 
was therefore smeared with ink and 
readable only through a mirror. But 
it got to us all right. 


eee 


ANOTHER POST OFFICE ACHIEVE- 
MENT was uncovered this month by 
Bill Feather. A fellow in Hawaii wrote 
to The Mailbag Publishing Company 
in Cleveland for information about the 
direct mail magazine. The letter 
reached Bill and he sent it to us. The 
Mailbag was sold to Postage (New 
York) back in 1927. “Postage and The 
Mailbag” was discontinued in 1937, and 
The Reporter carried on starting April 
1938. Someone in the Cleveland Post 
Office has a long memory. 


“ee 


TRICKIEST CUT-OUT we have seen 
in a long time came from Leonardo 
Garcia-Zenil, who handles the adver- 
tising production of General Electric 
S. A. De C. V.. San Juan de Letran No. 
37. Apartado 403, Mexico. D. F. Although 
the piece looks complicated .. . it is 
really simple. It was planned as a 
tie-in with the appearance of Walt Dis 
neys “Alice in Wonderland.” When 
the four-page circular is opened Alice 
and a number of the film characters 
pop up with electric lamps, making a 
third dimensional scene. But there are 
no tip-ons or movable pieces. Simply 
an intricate die-cutting and scoring op- 
eration in one impression. with the die- 
cutting thus forming the strips to hold 
the various pieces in the scene in 
right position. If you write to Leon 
ardo, he will be able to supply you 
with a copy ... which will be more 
understandable than this explanation. 


eee 


HOW TO LIVE WITH YOUR ULCER 
is the name of a little book written by 
Dr. Walter Alvarez. formerly of the Mayo 
Clinic. Seems this ailment is supposed 
to be prevalent among advertising peo- 
ple. You may be interested in knowing 
that the book has been published by 
Wilcox & Follett Company. 1255 South 
Wabash Avenue, Chicago §, Illinois. Dr. 
Alvarez has written other books for busi- 
nessmen in laymen’s language. such 
as: “How to Live With Your Heart Con- 
dition.” “How to Live With Your Blood 
Pressure,” “How to Care for the Health 
of Executives.” and “How to Live With 
Your Nerves.” All published by Wilcox 
& Follett. 


eee 


BONER DEPARTMENT. Mary Mason 
of McCall's Magazine used a telegram- 
type subscription appeal filled in with 
each recipient's name. First line read: 


“Now you can get McCall's at half-price 
—if you act at once! Because we want 
thoughtful women like you as readers. 
we offer you. etc.” You guessed it. 
Our correspondent (who sent us the 
sample), Ervin H. Schulz of Business 
Builders, 50 West Second Street. Yuma. 
Arizona happens to be very much of a 
he-man. Thomas Richard Henry, col- 
umnist for The Telegram (Toronto) re- 
cently reported on a mailing made by 
a perfume company in the U. S. A. em- 
phasizing how users of the product 
could “make men her obedient slaves.” 
Same thing applied. A number of the 
pieces were received by Toronto men. 
Watch that mailing list! 


AND WATCH YOUR QUALITY! We 
recently saw a two-page bulletin 
headed J-G Chemists News (J-G Chem- 
ists, 4368 Delmar, St. Louis 8, Missouri). 
Volume 102, January 1952. The bulletin 
was supposedly selling adhesive sup- 
plies to printers and binders. The 
rather indefinite and hard-to-understand 
copy constantly emphasizes the word 
“quality.” It is mentioned five times 
on the first page. However. the bulletin 
is so poorly processed that most of it 
is nearly unreadable, including the 
werd “quality.” To make matters worse 

. when the sheets were run through 
the processing machine they were offset 
on the back (nearly as heavily inked as 
the front). Not a very convincing pre- 
sentation to printers. 


MOVIE THEATERS are experiment- 
ing with personalized letters to attract 
patronage. Jerry Wald and Norman 
Krasna. exhibitors in the Beverly Hills 
area, spent $240 on personalized letters 
to publicize “The Blue Veil” and 
brought in $3500 in added business 
during the pre-Christmas slump. Ac- 
cording to Leon Bamberger of RKO. the 
stunt has been publicized in the trade 
press and other exhibitors are following 
suit. A Texas theater chain tried the 
same approach and doubled normal 
business. Instead of howling about 
television maybe the movies need more 
direct mail. 


NOVELTY MAILING PIECES are be 
ing used effectively in Spain. Jose A. 
Serrallach sent us nine specimen mail- 
ings made to doctors during November 
and December 1951 by Laboratorios 
LAINCO. Castillejos 239, Barcelona. 
Spain. We can't read the letters (in 
Spanish) but they certainly catch the 
eye. Each has a different letterhead 
design (change of pace). Attached are 
such things as a lottery ticket. whistle. 
skull and crossbones, cut-out elephants, 


THE REPORTER OF DIRECT MAIL ADVERTISING 





feather, etc. Our American pharma 
ceutical manufacturers are not the only 
users of spectacular showmanship. 

Incidentally. Myra Glazier (Mrs. 
Frank J. Kenney) President of the 
Sheppard Envelope Co., Worcester 4. 
Mass., recently returned from a trip 
to Europe. She reports that a French 
businessman told her. “Your American 
envelopes are too anonymous.” In a 
stack of about thirty envelopes received 
in one mail, he showed her that prac- 
tically every one was a different size 
and different grade of paper. He even 
guessed at contents by character of 
the envelope . . . with only two wrong 
guesses. Maybe we Americans have 
standardized too much on 6%4's and 
10's. Perhaps we need more “change 
of pace” in both letterheads and en- 
velopes. Might cost more . . . but in- 
crease effectiveness. 


ee 


THE VENETIAN BLIND ASSOCIA- 
TION tried an interesting experiment at 
its late January Convention in the Hotel 
New Yorker. New York City. Direct 
mail crusader Sam Gold of Lignum- 
Vitae Products Corporation, 96-100 Boyd 
Avenue, Jersey City. N. J. was Conven- 
tion Chairman. There were the usual 
commercial exhibits of supplies and 
equipment. But Sam offered free space 
in a special educational section to 
magazines and organizations which 
could supply members of the Associa- 
tion with helpful information about sell- 
ing. All the exhibitors had to do was 
decorate the booth and staff it. The 
Reporter participated, along with Tide. 
Printers’ Ink, Retailing Daily. Dun & 
Bradstreet, Journal of Commerce, Dale 
Carnegie and the Direct Mail Adver- 
tising Association. Many delegates 
seemed hungry for information. Seems 
like the experiment could be tried again 
in other associations. 


POSTAL INSPECTORS caught up 
quickly with the fellows we mentioned 
several months ago. Working under the 
name of Smoothie Company. Los An- 
geles, California they were offering by 
mail decks of playing cards with nude 
pictures on backs. On January 29th the 
Postal Bulletin carried notice of “Unlaw- 
ful” order against outfit. No more mail 
of any kind will be delivered to them. 
That puts them out of business. It 
doesn't pay to try to use the mails un- 
lawfully. 


HOW TO CUT COSTS is a favorite 
subject with all mail order people. 
(Without losing effectiveness, that is.) 
Donald Segal of S. Cupples Envelope 
Co., Inc.. 77 Summer St.. Boston 10. 
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THERE'S A TOP NOTCH OUTFIT- 
THEY ALWAYS USE 


EAGLE-A PAPERS 


paper makes a difference! 


JUST SAY 


FAGLE-A 


COUPON Bond 

AGAWAM Bond ¢ Onion Skin 

CONTRACT Bond 

ACCEPTANCE Bond ¢ Record ¢ Index 
TROJAN Bond ¢ Onion Skin ¢ Record 
QUALITY Bond ¢ Manifold ¢ Cover ¢ Index 


Ledger ¢ Embossed ¢ Vellum 


EAGLE-A 
x Typewriter and Boxed Papers 


Paper and Paper Boards for 
PAPERS engineering, industrial and 





technical uses. 


AMERICAN WRITING PAPER CORPORATION 


HOLYOKE, MASSACHUSETTS 














better 
production 
brings 

better results 


There's a best to produce 
direct mail... . 

MASA members study the best. 
most effective, ways of produc 
tion: support research and fact 
linding: share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
try to “save” money with “cheap” 
production you tamper with re- 
sults. 

To check the effectiveness of your 
production source... 

Always say. “Are you MASA?” 


way 


MASA 


Mail Advertising 
Service Association 


18652 Fairfield Avenue 
Detroit 2] Michigan 


MASA 











I WHO's HIDING EMMA? 


Emma is our favorite prospect, but her 
name got lost on somebody's mailing 
list 

if Emmo’s name is on your list, you've 
been losing a lot of money. Dozens of our 
clients ‘national mailers, not competi 
tors of yours! want to rent Emma's name 
and thousands more like hers and her 
cousin John's 

You don’t sell your list. You merely 
rent it for as much as $15 per thousand 
names on a royalty-for-each-use basis 
The list never leaves your premises and 
every use of it is subject to your 
approval 

So if you have a list of 5000 or more 
names, and you want it to collect gold 
dust instead of dust, send the coupon 
today for FREE details 


Member Nationa! Council 


ailing List Brokers 


willa MADDERN, exc. 


New York 3. N.Y 


Charter 





<_ 


215 Fourth Ave 


Without send us complete de 


about the 


any obligation 


tarts profits we can make from the 


rental of our mailing list to on competitive 
users 
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Mass. has come up with an idea which 
has possibilities. It will be tested next 
fall by at least one large mailer. It is 
simple. Instead of inserting in your 
catalog a return envelope and an order 
blank . . . print your order blank (prac- 
tically free) on the back of the carrying 
envelope. Merchandise it on the address 
side. In mailing the catalog. tuck in 
the gummed flap. Then instruct re- 
cipients to fold envelope twice (back 
in) insert check (or instructions) sea! 
with flap, stamp and mail. 

In that way. you eliminate entirely 
the cost of separate order form and 
return envelope. Would possibly save 
more than the increased postage. If 
any of you try it... send samples and 
results to The Reporter. If im doubt 
about method of handling write to 
Donald for a dummy. 


MERCHANDISING MERCHANDISING 
was the purpose of a clever direct mail 
piece created by Reinhold Publishing 
Corp., 330 West 42nd St.. New York 36 
N. Y. A seven-wing, 8'/." x 11” accord- 
ion-type folder was mailed to all adver- 
tisers in the Chemical Engineering Cat 
alog. Explained and illustrated how 
Reinhold trade paper ads, exhibits at 
conventions and direct mail pieces de 
livered 625,000 messages to induce pro- 
spects to use the catalog . . . thus back- 
ing up the advertisers catalog invest 
ment. Good strategy. 


HOUSE MAGAZINES are getting to 
be big business. At recent convention 
of the American Business Writing As 
sociation. Donald F. Schultz. Publica 
tions Editor of New Orleans Public 
Service. Inc. stressed these points: 
“There are now 49 million house maga- 
zines distributed monthly: more people 
employed in industrial journalism than 
in regular newspaper work: 5500 in- 
dustrial publications (9.000 including 
trade and association magazines); $105 
million dollars spent yearly. “Content. 
not format. is what counts.” concluded 
Schultz. See page 13 for additiona! 
report of ABWA convention. 


SUGGESTION for DMAA: All “non- 
profit” organizations must file with the 
Post Office (prior to July 1. 1952) an 
application for an exemption from the 
increase on third class bulk minimum 
rate. If granted . . . an identifying code 
must appear on your permit indicia. 
Thus. everyone will be able to recognize 
the pieces which are being mailed for 
less than the commercial rate. The 
DMAA could force attention on this 
discriminatory legislation by refusing 
to accept the exemption. Publicize the 


refusal and the reasons. There is no 
good reason why the DMAA (or any 
other Association) should pay a lower 
per piece rate than its individual mem- 
bers. The Associations which refuse to 
accept the undemocratic exemption may 
lose a little in postage . .. but they 
will gain more in-good will. 


REMEMBER the Bowen Plan we de- 
scribed several years ago? A syndi- 
cated, family-resemblance promotional 
plan offered to insurance agents (one 
in each locality). Its originator, Harold 
Bowen of Norwalk, Ohio, died about a 
year ago and we understood the plan 
might be discontinued. But just learned 
that it is being carried on by Harold's 
lifetime friend, Theodore M. Gray. Ex- 
ecutive Secretary of Ohio Association of 
Insurance Agents. Inc.. 8 East Long 
St.. Columbus 15, Ohio. He can supply 
anyone interested with the details. 


SMITH ENVELOPES, Inc. of Detroit 
has been purchased by Cupples-Hesse 
Corporation of St. Louis. But former 
president Frank Tullar will continue 
to direct activities of the subsidiary. 
which will operate with larger floor 
space and facilities at 3633 Michigan 
Ave., Detroit, Michigan. We've men- 
tioned the Smith direct mail promotions 
often ... the monthly slogan-placard- 


house magazines, etc. That good work 
will probably continue since Cupples 
Scudder and Kurt Vahle of Cupples- 
Hesse are extraordinarily direct mail 
minded. 


IS BREVITY a lost art? George Kinter 
in Advertising Highlights reports that: 
“The Gettysburg Address contained 266 
words: the Ten Commandments, 297 
words: the Declaration of Independence. 
300 words—and the OPS order to reduce 
the price of cabbage, 26.911 words.” 
There is much need for the blue pencil 
technique in direct mail. Cut out the 
bunk. Write in easy cat-crossed-the- 
street-fashion. 


WE WONDER what kind of returns 
will be received on the current national 
mailings for “The American Puzzle 
Contest.” Being promoted by Unicorn 
Books, Inc., P. O. Box 666, Brooklyn 1. 
N. Y. Contestants must “solve” 48 
separate sets of word puzzles. The sam- 
ples shown in mailing would be rela- 
tively easy for my five-year old grand- 
son. The joker... a 25 cent piece must 
be sent with each set of answers. That 
amounts to $12 total for all 48. For that. 
the contestant has a “chance” to win 
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various fortunes (totaling $283,000) .. . 
but is sure of getting a set of books. 
Seems like a complicated way to sell 
books. Or is the book business THAT 
bad? 


GETTING DEALERS to see and do 
something about possible news stories 
in their shops and among their custo- 
mers is a tough job... but the New 
Holland Machine Company, New Hol- 
land, Pennsylvania at least makes a 
real effort to get their dealers news 
minded. We like the 8-page, 8/2 by 11 
inch FAX sheet titled: “I saw it in the 
paper.” Tells dealers the importance 
of real news stories to back up their 
advertising. Explains what is news; 
how to present it; how to work with 
local papers. etc. A miniature public 
relations textbook at the small town- 
farm level. Congratulations! 


CONFIDENCE is the name of a strik- 
ing. 6 by 9 inch, 32-page-and-cover 
booklet recently issued by Harold C. 
Stephenson, managing director of Hos- 
pital Plan, Inc., 5 Hopper Street, Utica, 
N. Y. Those of you who are interested 
in community or cooperative develop- 
ment plans should write to Mr. Stephen- 
son for a copy. The Utica Hospital Plan 
started in 1936, but this is the first time 
that a complete report, including all the 
names of directors and counselors, has 
been published. The simplicity of the 
presentation has made an impression 
on the audience to which it was di- 
rected. Ball & Grier, Public Relations 
Associates of Utica were consultants in 
the planning and production. Congrat- 
ulations to all concerned! 


SPEAKING OF COMMUNITY DE- 
VELCPMENT promotion . . . you should 
write to Meade C. Dobson, managing 
director of The Long Island Association. 
Garden City Hotel. Garden City, N. Y. 
Ask for the 16-page, 8'/, by 11 inch 
booklet, titled: “The Miracle of Nassua 
County.” Unique presentation technique. 
Most of the descriptive copy in the 
booklet is made up of actual reprints 
of newspaper articles by feature writers 
describing and picturing how business 
and population has moved to Long 
Island since 1930. A dramatic and 
thoughtful job of community promotion. 


(}) NATIONAL INDUSTRIAL ADVERTIS.- 
ERS ASSOCIATION has set up a Re- 
search Institute. Its chairman is NIAA 
past president Bennett S. Chapple. Jr.. 
Advertising Manager of United States 


Contnued 


mn page 
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FROM AUTO.-TYPIST FILES 


Let W. H. Phelps tell you 


President, 
Sensation 


Mower 
Ralston 


how Auto-typist gets... 


Inc 
Neb 


‘Mote Doct Mail Results 


than any other Method” 


: 


—jiah 


Model 5030 
Selector 
Operates any type 
writer—electric or 
manval. Permits push 
button choice of 5 to 
20 different letters 
Other models for 

every requirement 


Maid this 
{eday 


COCO HHH EEE EEE EEE EEE EEE EE EEE 


“We get more results on our direct mail when 
we use Auto-typist than can be obtained 
says Mr 


by any other method,” 
Phelps. “ 


Auto-typist has saved 


us much money and 
paid for itself the 


first six months it 


was in service.” 


Sensation uses Auto- 


typist for other money- 


saving tasks besides 
direct mail. Routine cor- 
respondence, sales, and 


contact letters 


all are 


quickly and economically 


processed with modern 


automatic typing Auto-typist. 


Model 5060 
Dual Selector 


Capacity of 100 or 
more different 


wil get Kosults 
for you, too! 


Auto-typed letters retain all the atten- 
tion-getting qualities of individually dictated 
and typed letters. That’s why Auto-typist is so 
ideal for all kinds of business correspondence 

sales letters, service and collection letters, 
answers to inquiries, just about every letter you 
can think of. Why not get full information today 

see how leading firms from coast to coast 
put their Auto-typist to work. Write for our “How 
To Use” booklet. 


AMERICAN AUTOMATIC TYPEWRITER COMPANY 
614 North Carpenter Street, Dept.23 

Chicago 22, Illinois 
Please send me your free ‘‘How To Use the Auto-typist’’ 
and other information on the Auto-typist line 


Nome 


Firm 


Zone Stote 


booklet 





PINK LEMONADE 
@ 8 © 


ilt 
BUSINESS MA 
eNNY'S WORTH OF Soe= 2 BB 


CASE HISTORIES PROVE 
COLOR GETS RESULTS: 


An Office Equipment Company—Bliu 
envelopes out-pulled white by 2 to 1 


) 
How Barnum Bu 


4 MILLION DOLLA 


with AF 


Symbol of refreshment for generations once no circus would 
have dared to be without it 


The secret of its popularity was simple. Ordinary lemonade .. . 
weak-yellow and unattractive lacked “glamor”. It had no me 
sight-appeal no sales appeal! 
A Paper Company — Two-color corner 


“Pini Lemonade was something special. It was eagerly 
. : cards on pink envelopes brought back 


consumed by millions until it lost its favored place to drinks 
of even brighter hue 400 more inquiries than black and 
white 


It adds up to this: Color is magic in soft drinks or envelopes * 





What a pink tinge did for lemonade, a little color can do for 4 publication — Golden-rod RETURN 
your mail. Color in envelopes is a “catalyst”. It converts envelopes closed 21.43% of prospects 
aloofness into attention, desire into action, reminders into | against an average 9.75° for previous 
payments 





envelope 

Let Tension “colorize” your envelo For more information on 

the miracle of color in envelopes . or the solution to any —— SS Sw er wee 
envelope problem .. . mail the coupon at right 

Tension Envelope Corp. 

(Factory Nearest You), Dept. H3 


Send me my free copy of Envelope Economies 
Tension's periodic publication of suggestions and 


for every business use | ideas for making mail more effective 


Name 


Firm 


TENSION ENVELOPE CORP. | 4itres: 


S22 Firth Ave., New York 36, N. ¥. ¢ 5001 southwest Ave. St. Louis 10, Mo 
123 Nerth Second, Minneapelia 1, Winn. « 1912 Grand Ave.. Des Moines 14. lowa 
19th & Campbell Sts., Kansas City 8. Mo 


ner 100 Reoresentatiwes Seliing Direct to User 





A RETAILER ASKS: 


WHAT’S NEW IN SALES PROMOTION? 


by Jules Paglin, Owner, Sam Bonart, inc., New Orleans 


What's new 


find the answer to that problem 


in sales promotion * To 


we must first find out what the prob 
lems are that are confront ng business 
" ' 
men at this time, and especially the 
retail dealer. The problem of the re 
tailer decides the problem of the manu 
hI " 
facturer and jobber too. Both must 


discover the needs at the final end 


the line of merchandising 

If you were to walk into a retailer 
today and say, “What's these 
ire a few of the things that he would 


admit were worrying him at present 


In answering all, i few of these 
problems ... the manufacturer and the 
man who serves the needs to 
know the answer to , or some ot 
these problems and must also do some 


Your 


campaigns must answer some ol these 


thing about them direct mati 


problems and must do it without 
always shouting about your own prob 
lems. If you can jump this fence, you 
ire going to do a better job. There are 
many fences that meet you and your 
salesmen every day. Let's look at some 
of them 

If you can adapt your business, your 
direct 


promotional campaigns, your 


mail, your letters, to jump some of thes« 


1 


fences . . . then you will be doing a 


job for yourself and for your dealers 
Fence No. 1—Your Own Product 


Besides perfecting your product and 
making it suit every need of the retailer 
and consumer ... have you perfected 
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Are you really helping 
t } 
There is 


1 way to sell it? 


your dealers sell your goods? 


no argument that production-wise we 
ire way ahead of our sales ability. We 
have achieved more productive capacity 
ind more high quality and standards 
for our products .. . but very little has 


been achieved for our 


selling. Since 
1939, the nation’s productive capacity 
has grown more than in the previous 


150 years. Has our selling? Have we 
made the same advances in helping our 
customers after they have bought the 
goods? I don’t mean being able solely 
to give the dealer a complet exposition 


of the features and merits of the prod 


uct. | mean... have we given him an 


1 1 , 
asy selling talk . a selling 


sentence 

1 Wheelerism Sizzle that will make 
t easy tor his sales people to sell your 
yoods ? If we have... have we offered 
t to him in some printed form that is 
easily digestible; usable that is the 
first fence to jump to be handed down 


ilong the line to the sales people? 


Fence No. 2—Your Own Organization 


Have you caught the new spirit of 
selling yourselt your service? Have 


you taught the retailer how he can 


sell service more and better at no in 
“ae 

crease cost to his sales? Have you made 

iny effort to show him an easy training 


program for his sales people so that 


he can get the idea into their heads 
that service is important to the con 
sumer. How much of your promotional 
material is directed toward this kind 
of thinkin 


u 


Fence No. 3—Your Own Soles Force 


What are 


sales force to train the retailer? 


you doing to train your 
What 
ire you doing to help them resell the 
retailer on your goods? Today the idea 
s too generally accepted that once a 
But how 
nany remember that your old customer 


customer, always a customer. 


is someone else's new customer? The 
new salesman walks into a retailer and 
spends time and effort in showing this 
prospect) all the 
. all the his 
all the values 
of his company to the dealer. The sales 


new customer (or 
features of the product 
tory of the company 


men sell ng to the old customer fails 
to do this reselling job for the company 
and product. He takes it for granted 
that the old customer knows or remem 
bers. What are you doing in your sales 
calls or your mail material to resell 
your company your product 
vour service to the old customer? 


Fence No. 4—The Retail Sales People 


Retailers don't have the time any 


more (they say) or they are too lazy 





Jules Paglin 


REPORTER'S NOTE: Jules Paglin appeared at 
he last December Convention (in New Or 
leans) of the American Business Writing As- 
sociation. According to Secretary C. R. An- 
derson . . the talk was a knockout. 
Informal off the cuff . rapid fire . . 
in typical Paglin style. The folks at the 
Convention were teachers of writing . . . but 
Jules tried to tell them some of the problems 
of retailer-wholesaler-manufacturer relation- 
ships. 


Jules Paglin is a successful retailer. 
Owns Sam Bonart, Inc.. New Orleans, He has 
used direct mail effectively for many years . . 
not only as a retailer but as a manufacturer 
and distributor of uniforms. In later years . . . 
he has become an advertising counsellor to 
manufacturers selling to the retail field 
He recently purchased (with a partner) two 
radio stations and had them in the biack 
in less than a year . with direct mail 
promouon. (Address: 614 Audubon Bidg.. 
New Orleans 16.) He has appeared at many 


direct mail conventions. Wherever he appears 
people listen 





to trau 


success! ider and lazier 
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Sales meetings knows 
’ know 


Invornc 
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Fence No. 5—What Does Your 
Customer Need? 


c 
, 
proviems-: 
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retailers attention with something more of it, nor can it ever be unwritten. maybe, would be the letters I had liked 
will be first and soon. Too much mail Sometimes it cannot ever be forgotten. to mail. The others should find them 
is unimportant. Much of it is like the It may be forgiven. selves in the wastebasket. Before they 
statement of Lewis Carrol of “Alice “And the letter to be treasured and see a mail box. In fact, if I practiced 
In Wonderland” tame . . . who wrote to reread and lingered over is the letter what I preach, they would never be 
a little girl who wrote him a letter to write. Books of such letters are thought of at all. Much less written, 

eagerly devoured, although their writ There's too much mail in this world. 

ers may have been dust and roses these And too little of the right sort!” 

many years agone. Those are the 

letters | should like to write, if I were 

a letter writer. And, gathered into a 


#f anyone s th 


re little volume, fragrant with lavender 
Yes, I have. He is the retailer wad and thyme, these fragmentary echoes 
ing through the mass of selfish direct trom a busy life to another busy life, 
mail he gets today. I know. I am one 





of them. 


Let's get more of th: mil f 
human kindness. I mean getting ’ 
human interest in the retailer and deal 0 


ers welfare into our mail, Let it ring 


with understanding . .. and devotion 


to helping him. Send letters that say yp = 
something. Sincere. Honest and ear Vas ‘ 
nest. Like the essay on a letter pub i 
lished many years ago by the Ladies para 
Home Journal. Were it is 

“My father used to say that the only 
person more toolish than the one who 
wrote a letter was the one who kept 
t. | suppose this remark wasn’t meant 
to be taken too literally. Yet there's 
more than a hint of truth in it 

‘Most people like to get letters. That 
is because getting a letter is about all 
the mystery left in life Every letter 
carries a perfume of romance. Unless 


t be a bill from the gas company. And 
e\ nin that case, tar « t trom me to 


say that no surprise element is therein 


Some of the most amazi news I 


& 





ever received has been noted down on 


a billhead. I guess we all agree on 


that! — =" 4 = 


“The world is littered with mail rag: — 7 
boxes. And all the post offices laid end 0 out th winde W 
to end would reach from here to where? G e (4) eee 
I'm sure I don’t know and care little. 


And think of all the men and women 
whose lives are dedicated to what, up 


Here's an economy idea for any firm which still addresses air 
mail envelopes. 
Business has long known and accepted the advantages of 


n Vermont, is called “sorthing the ; 
Outlook Window envelopes for regular mail because of time 


mail.” All those workers are dealing 


with dynamite, but they don’t know it saved through not having to address envelopes and the impossi- 


moral, mental and spiritual explo bility of misdirecting mail. 


sii This new Airmail Style Outlook Window envelope provides 


‘ \ ese same advantages for mai N “dé a ‘ 
So. if we must write letters, why th ume advantage r air mail — where speed and accuracy 


not look ahead a little? I mean to the ane even more Empertam 
It’s one of eleven specific suggestions 


for efficient mailing department operation 


letter’s destiny and into the mind and 
heart of the receiving end. Why not 
think of those letters as fragments This Airmail Outlook idea is just one of eleven economy and 
efficiency suggestions to be found in a new portfolio called “Help 
for the Heart of Business” which U.S.E. has put in the hands of 


your printer, or paper and envelope merchant for distribution. 


broken off the mold of our life, and 
not as lost strays that beg at the back 
door and have no true meaning and 


1 5 é sk ) Vv : 
no real reason for being there at all ? 4 a Ask him to show it to you co-a 


, : ? 
“I should be for censorship ot the UNITED STATES ENVELOPE COMPANY 
mail. Censoring our own output, that SPRINGFIELD 2, MASSACHUSETTS 


is. Once on its way, the written page 14 Divisions from Coast to Coast 
is as inevitable as Omar said—for “all 


your tears” cannot wash out a word =, £38 oe arte . az 
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ompetitors products. 
Nor is he a stranger to market re 
search, including questionnaires, tesung, 


A SUGGESTION and sampling; nor to the tedious com 


piling of lists and the interpretation ot 


test mailing results. 


T It is even true that he may determine 
FOR RA the final selling price ot many products 
This is especiall n straight mail 


g 
order sel ; Either too high or too 


EXECUTIVES a oO x se materially dececan 
the returns per dollar invested in the 


campaign 


by Clyde Everhart He must lea to k with produc 


tion costs, overhead, vowing practices, 


, ind the operations ol his credit depart 
$ not written tor those now 1 SAlCS, public relation . 
ment. In some cases, particularly in 
tively preparing ind using dire m i ments In any case, it is he who Z 
ie. ‘ 1 ot : nterstate commerce, he must have 
their work. It is at once a plea gned the responsibility for | : : - 
‘ ' , some acquaintance With tax and tarifi 
ind a guile to their superiors and to ng prontabdic direct mail. 4 
| regulations. 
thos oO : people who have the talent, eine . o>. . . , . 
—eieg aut chegpB ’ : avin lefined him, we cai Directly or indirectly, he buys print 
t I r mt wr r n ' , 
he character, and the ambition to reach 1 of the many fields into which ae stitienes poems Nets csey 
rh g. ! . . . 


} , ' ¢ ' 1 1 ' 
he heights in business , is work leads him. They will vary, ices, and equipment. He learns & 

I} war ot hig ho nio r : . : ! 

Thousands of nign snool se " ors are ending on the business, but will uppraise the s $s arguments . - 
| } , ppr. I l gun ar 
trying to select th career that \ . mething | 1 

yi < lect t v pe up something like this proaches of others . . . to the improve 


& 
Dest help them to reach executive posts 


’ ment of his own work 
n the future Businessmen in medium Sales The d ps aii . 
| ’ | nal ‘ e design and engineering depar 
ind large corporations throughout the Sales Analysis & Statistics a & - I 

' a : R a nents depend on direct mail to gather 

ountry are hunting tor capabie under » Keseal 
| } . _ » and Ix on formation tor them concerning con 
studies tor their key executives. ny ring and iJesign 
sumer demands and preterences. Dh 
rect mail is used to help spread the 
. \ a Bi story of new developments, new dis 
naterial and training—the direct ma ccounting ; “gang ~ 
coveries, and new methods of ultltzing 
, , 

) Business Trends technical knowledge 


Many men have reached the top in In turn, the direct mail department 
, , ). Company policies ' 
ness because of their direct ma t t 


' 1 ii ) 
soth groups habitually overlook o 5. Production 


} , | cal ’ hy re , 
of the best sources of top management 6. Packaging and Shipping 


%. Per l ar | rR t 
lepartinents of these same ompanies Personnel! ind LaDor Relations 


Publ Relat . asks the laboratories and dratting tables 
ru I Cle ons 
In our own company about : : : 
alf of the exe t ave been closel The competitive picture . ‘ ‘ 
: execu ' y ments. It learns from them the rea 


ussociated at some during the 


ning 
ning 


tor the proof to back up its sales argu 


Sales t chniques ind problems are ot sons behind a product's design, its 


primary importance, of course The mitations, how best it can be used, 
head ot any direct mail program must ind questions them concerning objec 


know his company’s sales ons it teels the customer might rats 


distribution system, the strength and his constant digging into the “how 
veaknesses of each salesman or terr ind “why” has saved embarrassment for 
success! , . 
, . tory, buyin ppeals, sales psychology, many a company. For the direct ma 
the resu i 
" . graphical ind seasonal business in manager is just as interested in un 
they were yg T { that few ' } 1" 
' ] cs, ml strong and weak sell covering poss { le weakne sses in h S$ pro 


; epee both his own and _ his duct as he is in its advantages. The 
anything ( h technique 

ised REPORTER'S NOTE: Nothing quite like this 

| | has ever been published about direct mail. 

| Clyde A. Everhart is in charge of advertising 

pat ; . . . for Rochester Envelope Company. 72-78 Clar 

now sales good salesman h } issa Street. Rochester 14. N. Y He was 

the vaguest t production and cost formerly with Jas. H. Matthews & Company 

Pittsburgh 13. Pennsylvania. Herb Buhrow’'s 

article in the January 1952 Reporter. about 

the woeful lack of direct mail education in 

colleges. stirred Clyde's thinking. He wrote 

suggesting that we write an article on how 

direct mail training could be used as a 

stepping-stone for higher executive positions 

A good idea so we asked Clyde to do 

the writing. We recommend this thoughtful 

study to C. R. “Andy” Anderson of the Uni- 

versity of Illinois and his fellow professor 

members of the American Business Writing 

Association This material should help stir 

this person the dire t the imaginations or ambitions of students 

It robably not h | It should help some of you executives to give 

a better picture of direct mail to your assist- 

ants and junior executives. Feel iree to re- 

print this article and pass it along to all 
of the advertising, sales promotion, ~ interested personnel. 





} 
iInalysis 


is 


may not even have one 


} 


is usually, but not necessarily, 
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weaknesses must be corrected or 
mized ... the advantages must be 
exploited 

\ direct mail manager can pick up 
many of his best selling points through 
1is knowledge of production. As he 
learns to understand the production line 
and the manufacturing steps involved, 
he also learns to spot those hidden 
values ° rigid INSpechion, spec il sk 
precision tooling, or the like 
make his product outstanding 

His tamuiliarity with plant 
and problems enables him t 
its capacity, to foresee possible 
necks, and to guard ivainst 
promises that can't be kept 

Secause packaging and ship 
affect his work in several different 
he keeps in touch with methods 
too. Even such a seemingly small tl 


} } 


is changing the design on sh 


tons may make commercial 
insurance invalid. This could tncrease 
distribution costs just e1 gl pus 
them beyond allowable limits, jeopar 
dizing the success of a whole campaign. 

Blend this diversiied knowledg 
with a complete familiarity wit 

any history, reputation, and poli 

cies; mix well with direct advertising 
technique, tacttulness, and a sense of 
humor ... and you'll have your ideal 
direct mail manager 

As Jules Paglin points out on page 13, 
such a flawless find is rare indeed. But 


the tact remains that such a_ useful 


background can be gained in few, 
any, other departments. Even the Ad 
vertising Department, which must 
paint with a wider brush, cannot offer 
as much. 

Then why aren't m i mail 
heads promoted to higt Iministrat 
ive positions? 

To a large extent, it is our own fault 

we who make extensive use of di 
rect mail as a sales weapon 


< ious! 


y or unconsciously, we foster the 
belief that we are “direct mail” men 
Nothing could be farther from the 
truth. We are primarily “company” 
men. Our real interest lies in the 
success of the firm which emplovs us 
.. not in the media we use to promote 

that welfare 

It is possible, too, that we 
give up the full-time adventure 
rect mail selling for the greater but 
more sober responsibilities “upstairs.” 
The very demands made on the direct 
mail manager make his work the most 
satisfying type of selling. 

It is also true that management some 


times hesitates to cripple its direct mail 
and advertising program by robbing 
this department of its trained personnel. 
It is hard to find executive replacements. 
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“| see you've 
learned a 
lesson, Jim!” 


“You've learned the value of an impressive 
sales letter. And you've put your message on 
Hammermill Bond. Your chances of making a 
sales-winning impression on your prospects 
are improved by that combination— 

a good letter and a crisp, clean-looking 
letterhead. You'll find, as I have, that...” 


PAYS TO DO BUSINESS ON 
HAMMERMILL PAPERS 


Consult your printer about the papers that 
will give the best possible impression of your 
firm. If he recommends Hammermill Bond — 
as thousands of experienced printers do— you 
may be sure it’s the right paper for you. 
Examine Hammermill Bond for yourself. 
Send for the free sample book, 


mln) ERM) 
wrsonn “4 


You can obtain business printing on 
Hammermill papers wherever you see this 
shield on a printer's window. Let the Guild 
sign be your assurance of quality printing. 


Hammermill Paper Company. 1621 East Lake Road, Erie 6. Pennsylvania 


Please send me the sample book of Hammermill Bond. 


4 l=) Be Ricccicniene 
aay | 
Pimms . ee 
(Please attach to, or write on, your business letterhead.) 


(Sele) Gale) gee i ae F eee te a 8 TIS HAMMERMILU'S WORD OF HONOR 
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Quite naturally 


Mosely Mail Order List Service, Inc. becomes the 


still 


heories 
ive col 


nd 
cra co. 
the fu 
r he 


his first 


successor to Mosely Selective List Service, nationally known 


for 16 years as Mail Order List Headquarters, to broaden 


further Mosely service to volume mail order sellers 


Mosely individualized interest and departmentalized service 


. 
in One-time addressing to the cream of over 125 million 


ar timels 


buyers, 


quirers, prospects of other companies 


will continue to be out-standing in pro 


New Mail Order Customers in Volume 


C 


38 Newbury Street, Boston 


7 
OF ly MAIL ORDER LIST SERVICE, Inc. 


Mail Order List Headquarters 


NEW MAIL ORDER 


Charter 


Member 


16, Massachusetts 


USTOMERS "IN VOLUME 


National Council of Mailing List Brokers 
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his 


Dro 


pays at e start than that of 


Bachelor of I fraternity 
th All of 


her 
there 


ineering 
s discouraging 
Yet 


ments, 


ng develo; 
much 


demand for 


encourag! 


Colleges cannot 


, 
ionyer resist he growing 


those 


Business has 


adequate curricula tor whose in 


terests lie in this held 


, 
used direct mail as a sales 


Now 


mportance i ing its 


tool tor 
years 
personnel tor 


idvancement. 


Advertising and direct ma ubl 


' , 
cations, ciubds, ind associations § = are 


spreading the story of direct 


More 


nterested and helped by 


actively 
people 


mail. ind more young 


being 
organizations in ther 
j 


preparing 
tor direct mail care 
As both our present-day us 
leaders and these young people become 
ad\ 
ndustry will develo; 
this 


reSS 


convinced of the antages of direct 


mail training, 
some outstanding executives from 
held And our 


i grow 


j 
cle 


nation-w 
tter 


sur 


direct mail 


esn 


THIS IS NO JOKE 


A new regulation | 


National 
concerning the 
All waste 
than al 
the NPA 


writing the 


been ssued 


Authority 


us yust 


by the Production 


; 


dispos thon of wast 


waste. Waste 1s not waste any 


more waste waste-waste, 


says after wast several 


ing 
Only the 
That part 


not Ww 


reg lation 


days 


waste waste-waste 1s wast 


of the waste-waste which is aste 


should not be wasted. However, you are 


1 
still permitted to waste waste waste 


waste 
We ibove from 
' " 
the Dulletin 
Association, 5 East Long St 
15, Ohio. 
( Andy) 
a regulation and has promised to get us 
guls I as pr 1 get t 


Incidentally, 


picked up the iten 
of the Ohio Dairy Products 
, Columbus 
O. E. 


Anderson swears there is such 


Executive Secretary, 


a copy of the original. 
Andy has just accepted a new job 
Secretary of Ohio Bankers Association, 
where he will have a soft snap so far as 
j Under 


lues are concerned. 
, 
publish 


bank 
n the newspapers an annual statement 


of financial Dues to 


collecting ‘ 
State laws, every must 
condition Asso 
ciation are based on certain figures in 


vents. Secretary is instructed 
*rtisement and attach a sight 


100 


renewa 


for dues 


No 


i 
response trom ali 
members follow-ups 


Soft! 


OF DIRECT MAIL ADVERTISING 





GETTING CUSTOMERS 
FROM A 3° STAMP 


by Ferd Nauheim 


Last September | formed a new so 
ciety . a very exclusive society. So 
tar there are only six members. It is 
the Society for the Prevention of Con 

ising Mutual Fund Prospects with 
Fuzzy 
be happy to accept applications from 


und Confusing Language. I'll 


inyone who can submit evidence that 


he is worthy of membership 


Stick to simple words that create 


mental pictures good mental pic 
tures for the reader. If you'll do that 
and, at the same time bear in mind that 


the reader may not know a stock from 


1 stick, you'll have a good chance of 
being understood 

That's point number one 

For the second point, I'm going to 
tell you, in a few words, how to write 
letters that sparkle, that command and 
hold interest, that get people excited. 


» write a letter 


The greatest way & 
that PULLS is to use a trick that pro 
fessional letter writers have known for 
many years. Before you start writing 
any letter that’s going out to one or 
more people you ve never met, you 
first do some thinking. Who are the 
who'll read this? What are 
You study the ] 


tor things these people have In common 


people 
they like? st hunting 
until you get a sharp picture ol what 
they actually look like. Now you've 
boiled it down to a letter to be written 
to an individual. That's good, but it 
} You've met thousands 
Some ot 
vivid impressions on you 
forget them. Take 
that image you've conjured. Who in 


isn’t enou 
them have made 
You'll never 
unother look at 


ot people. 


your memory file does ‘he 
most? Old Homer Fosdick! 
Start your 


resemble 

Swell. 
You're ready to letter. 
“Dear Homer, How are you, you old 
tramp? I haven't seen you since you 
were picked up in that raid on the 
Palace Hotel 
something that’s so right for you I had 
to get this letter off so that you'd know 


Homer, I've come across 
Go on with vour story. 


about it 
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REPORTER'S NOTE: Ferd Nauheim is a direct 
mail counselor and also president of Fund 
Services, Inc.. Room 219. Woodward Building 
Washington 5. D. C. Teaches direct mail 
at several Washington schools. He traveled 
to San Francisco during February to talk at 
the First Annual West Coast Mutual Fund 
Conference. sponsored by Investment Dealers 
Digest (150 Broadway. New York. N. Y.) 
Managing Editor Raymond Trigger tells us the 
Nauheim talk made a hit . . . as it should 
We are giving you the highlights because 
even though directed toward investment 
minded people it contains ideas appli 
cable to all types of direct mail. Hope you 


enjoy it . . . especially the breezy style. 





talking to Homer. When you're through 
4 : 

you'll have to go back striking out 

all the personal references, but you'll 

have the warmest, most 


most enthusiastic letter you're capable 


interesting, 
of writing a letter people will 
enjoy reading a1 letter you'll enjoy 
writing 

But you can’t write a letter like that 
until you know your list and that’s the 
third point. If your list is a hash of 
ill kinds of people from all walks of 


lite, the composite be 


picture can’t 
created. 

Not long ago I wanted to test a 
mailing idea. I called on a man in 
my city who's been selling Funds for 
the past six years. He's done fairly 
well. He's a good salesman, a bright, 
energetic go-getter. I described my 
idea and he liked it. I said, “Okay, 
Jim, you give me a list of 500 good 
prospects. I'll write the letter and we'll 
get going.” 

Two days later he came to me with 
the list. The 500 names he'd compiled 
ncluded government officials, doctors, 
lawyers, widows, business executives, 
retired army officers and school teachers. 


It was a great collection of fine 
prospects but it was worthless to 
me. Jim, I repeat, is a crackerjack 
salesman. He'd go and have his head 
examined if he found himself talking 


in the same terms to the widows and 


He forgot that 
that it talks 


lawyers on that list. 
1 letter IS a salesman 
talks to people. 
The list is the foundation of your 
The people who get the big 
activity are 


mailing. 
results from direct mail 
the ones who spe nd the greatest amount 
of time in list selection 

Lists can’t always be confined to 
people in one occupation, one income 
level, one sex or one club. You have 
to take 
there and some from the 
In taking them, however, reach out for 


some from here, some from 
other place 


similarities of understanding and in 
terest; for some degree of uniformity 
in background. That's not hash; it’s a 


well planned mixed grill 
FIVE TYPES OF LETTERS 


Let's look at the five types of letters 


‘ 1 1 
you can use or better Dusiness I 


call the first, “Breaking the ice.” 
By that term, I mean prospecting 
using letters to get appointments 
with cold prospects. 

The Statement of Policy does a lot 
of your dictating for you when you 
You have two choices 
under the Statement. You can write 
a letter that explains exactly what a 
Mutual Fund is. If you do that you 
have to put in all the hedge clauses, 
the negatives, the warnings. You'll 
end up with a letter of many pages. 


write this letter. 


There’s nothing wrong with a long 
letter. Fortune Magazine with its four 
page letters has proven that. In the 
annual contest of the Direct Mail Ad 
vertising Association a nine page letter 
took one of the top awards this year. 
It produced a 36°. response. Long 
letters are okay if they are needed 
If you can win the reader’s interest 
from the first few words and hold that 
interest at a high level all the way 
through to the signature at the end 

But there’s another type ot letter you 
can write a very short one. You 


can write a letter that paints a briet 











SKETCHES, DUMMIES AND DRAWINGS direct 
your desk by mail from my studio at home. Com 
al service at moderate cost. Write tor tree 


howing ect mail pieces | have designed 








By AIR MAIL 





dir 
116 WEST CLINTON AVE. 
RAYMOND LUFKIN TENAFLY, NEW JERSEY 











tre King Midas 
thing to sell . 
postcard that ag 


yrees 


Notice one other thing. This letter 
does not start off with the reader's 
ume, “Dear Mr 


his name and address on the letter 


Jones It doesn't 


That saves you time and it 
You're 


your ofhce are busy If 


moncy busy people. 
ive to type a full letter every 
you unearth a prospect there will 


clavs. By the time a red hot pros 


pect gets your letter he may be 

This letter can be prepared in quan 
tity by your local duplicating shop. All 
you have to do is address the envelope. 

The old idea that only individually 
typed, personalized letters get results is 
Letters that 
start off with commanding, intriguing 


six feet under the ground. 


captions or captions that promise bene 
fits do as well, sometimes better in 
many cases. The millions of successful 
letters Lite send out each year use 
benefit captions instead of personaliza 
tion. Fran Pratt at a recent direct mail 
conterence in Washington said, “Every 
time we send out a new letter with a 
beneht caption I invariably run into 
friends who ask me how we can afford 


Think 


of that. None of their letters are per 


to person alize ill those letters 


sohalized, but the captions are per 
sonal in appeal; the letters so well writ 
ten that people actually get the im 
pression that they were addressed by 
Mame 

One letter can't be expected to make 
ippointments for you You have to 
continue knocking it those doors. Ayain 
you have two choices. Send a planned 
succession of good letters, or mail them 
out in such quantities that you can 
ifford the time to follow up with 
phone calls or personal calls 

The next type of letter I call “Riding 
with the folders.” 

Hardly a day goes by when you 
iren't offered your choice of some newly 


created, beautifully designed and 


vers S!N 


printed tancy literature 


sponsors and wholesalers mail 

you, bring them to you, urge you 
use them. You get them trom your 
trom the Digest, trom 
MSS. Some appeal 


nd you order a quantity. And 


correspondents, 
my own service, 
to you a 
then what happens? One of tour 
things 

You stuff them in envelopes and mail 
them out. 

You give a batch to each salesman 
ind suggest he distribute them 

You let them pile up in a back roon 

Or you use them right 

There are many things about direct 
mail that are completely intangible. 
What works wonders for “A” is a 
dud tor “B. 


tively tew absolutes is that the mailing 


But one of the compara 


ot a folder ts less than halt as effective 
as mailing that same tolder with a 
covering letter 

} ; il NW et 

our covering letter should sell the 
tolder and nothing else. 

Actually, the letter does some other 
things . .. if properly handled . . . but 
does them in such a graceful, subtle 
tashion that they do not create con 
Tusion 

The letterhead 


1 


Right away they know you aren't try 


dentihes your firm 


to sell them insurance, a power 


ng 
boat or tur storage. The letter counter 
acts the impersonal quality ota printed 
folder which says, “This is from a 
company . 4 corporation to the 
masses. The letter creates an emo 
j 


1s 


tional reaction to the writer. He sounc 


cE 1872 








pHOT 


460 W. 34th ST., N. Y. C. 
LONGACRE 4-2640 





like a sincere, friendly person 


SOME 


one I can trust someone | would 


enjoy dealing with. 
The third type of letter . “In 
quiry Replies 
It you are in the ne wspapers, on 
television I 


been in business tor a year or more and 


radio or you ve just 


ire listed in the phone book . . . you get 
write letters, fill 


They 


something here, read something there. 


inquiries. People in 


coupons, send postcards. heard 

They want you to mail some niorma 
tion. 

The first rule for handling inquiries 

and it cannot be over emphas zed, 

Is speed 


you should answer an 


are three reasons why 


nquiry the same 


There 


day it comes to you 
10 send 


Something hit them just 


1. 9 people out of nquiries 
on impulse. 
right at a particular time An in 
tangible combination of circumstances 
struck a match. They're red hot. They 
all the trouble to ask 
They 


+ 
the trouble under norma 


must be to take 


tor information. People are lazy 
don’t take all 
circumstances But matches have a 


short life. They simmer down and 


snuff out. The taster you can answer 
hances ot 
makin it 
instead of a cold, dead ash 


When they 


trouble to send you an 


that inquiry, the better your 
that flame and 


tanning 
bonfire 

People ire 
do take the 
inquiry 


sensitive 


want, and 
If they don't 
hear from you by return mail they get 
hurt. Each day that vdds to 
the hurt. On the other side of the 


they « xpect, they 


they're entitled to action 
passes 
ledge f lo hop rigt » th 

ager if you do hop right on that 
inquiry ind shoot out an 
mediately, you are 


inswer m 
flattering the 

Your promptness says, “I think you're 
When I got 


I dropped everything to 


) 
Prospect 


important, Mr 


your letter 


inswer to you.” Flattery is 
hip 


} 


rush this 
solid salesmans 
3. The 


inquirer may 


chances are good that 
have sent letters 1 
or three of your competitors 
same time and the race w 
he who gets there firstest 
mostest. 

“Cold Clients” is the give! 
You may 


them inactive or dormant accounts 


to the next group of letters 
Re 


Your best prospects are your 


own 


chents. I've never found any type of 


business where there was an exception 


to this rule. The biggest results you'll 
mail 
from your dormant clients. 


like plants, 


get trom any direct ACtIVIty is 
Clients are 


You have to keep wateri 
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Whats this, duplicating or fingerprinting? 


We've got nothing against fingerprints. 
They're invaluable to police depart- 
ments and the F.B.1. But most people 
want their offset duplicating work to 
come out clean and attractive. 

So if your work shows fingerprints, 
smudges from handling and other dis- 
coloration, then you'd quick better get 
to know Colitho Offset Master Plates. 

There’s a plate that will take the 
normal handling, erasures and changes 

even folding and mailing—and turn 
out copies that will make you look 
twice to see which is the original. For 
economy you can't beat Colitho Plates, 
They'll swamp you with copies. 

No matter what make of offset du- 
plieator you use, you'll think your 
machine has really come to life when 


Plates and 
letter- 


you start using Colitho 
Supplies. Put zing into your 
work, bulletins, reports, folders and 
other literature. l se Colitho Plates. 
Let us send you the complete Colitho 
story. Attach the 
w_ business letterhead for a copy 
eof the Colitho Manual and free 
Ad samples of Colitho Plates 


coupon to Vvour 


COLUMBIA RIBBON & CARBON MPEG. CO, Inc 


190-.. Herb Hill Road, Glen Cove, L. L.. New York 


{e) 


OFFSET MASTER PLATES 


Colitho plates and supplies make any 


offset duplicator a better duplicator 





Covowsta Rissow & Cannon Masycrccronime Co 
190-3 Herb Hill Road, Glen Cove. LI 
{tease send me 


Colitho Masters 


Name_ 
Tithe__ 
Company — 
Address 

wet City 
Make of Duy 


Plate Suze 


Ine 
N.Y Dw 3 


a copy of the Colithe Man nd samples of 














and cultivaung it you want them t 


stay alive and grow. 


i 


: ’ 
By the time a person has become a 


seconds client of yours, you've invested a lot 
ot time, money, thought and energy in 
him. He’s been sold on the salesman: 
, “a 
sold on the firm, sold. on your back 


ground, ability and reputation or he 


It collates a set of pages 
every five seconds under the os 
usual work conditions. . . . In a ere 
space 15'2 inches square on any 

desk or table top. And it is port- 


able. 
You have come to know him wel 
Like the larger floor type Thomas enough, throug! 
Collators it provides a constant visible " i. 
check on the accuracy of the work 


never would have put himself in your 


n the first place To replace 
m you have to reinvest all of those 
elements in fifteen, twenty, maybe fifty 


places before you find the replacement 


ny done bus ness 


with hu be ble t valuate just 


The coupon below will bring you specifica 
tions and full information on this new 


Table-Top Thomas Collator 
tivity you have 


» a watching system that 
ed flag when a client becomes 


ee When a client does reach the stage 


That's easy, but it’s essent il 


ate. that stamps hin 


hances 
are something | 
THOMAS COLLATORS bout sometnu 
30 Church St.. New York 7 } ne 
has gone 
Send me Specification Sheet ““R3" and litera 
ture on the new TABLE-TOP Thomas Collator 


1 
Salesman h 


= FILAS Ca IL ator 


development 
PAPER GATHERING 


Name 


Company 


Address SPECIALISTS IN 
phone Or if you 


Hy Sure of Yourself var ht 
Arent You,Junior ?__. iy sacha ae opengl 


© ke 
th 


n the spot 





ind trouble to send hin 
nterest trom time 


dropped in to sec 





Think tight-rope 
walking is tough stuff? 
Pshaw — it's mere child's 
play compored with some 
of the giant, economy-sized envelope 
problems G. Chas been called on to handle personal call ver 


} ) + 
7 ul ! Perhaps you ive too 


No wonder the boss (that's him on the 
. ili at one tim Direct 


high wire) is so sure of himself, thot alt he an iin tile seieae teaee oni 
he'll tackle anything. If it's envelopes, 
and envelope ideas, and envelope service 
| ve cheerful, friendly 
e letters. While they'll flatter 


the chent by ng h 


you want—cive us o buzz. After all, 


Garden City isn't known as The House of ; 
m know he’s been 


Envelopes—and Envelope Ideas . . . for nothing! . 


missed, there v1 I no note of com 
plaint in them, no hint of hurt feelings 


But they w r, “Gee, How 


speciatists IN ENVELOPES ano ourstanoine service ee ee 


AIR MAIL 
CATALOG 
MERCHANDISE 
POSTAGE SAVER 


KG 


OFFICE SYSTEMS 
PACKING LIST 
EVERY OTHER STYLE 
COIN 


ARoEN Ciry Envetore COMPANY 
3001 W. ROCKWELL ST. - CHICAGO 18, ILLINOIS - PHONE COnmeuum 7-3600 


little 
ist 


which course, 


ose who failed to 


) 
respond I rst three, will heap 


ipuse UPON your own head. 
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It your first three letters were right 
ind the client still holds you in high 
regard, the chances are you'll get some 
reaction. If you haven't, something is 
rotten in Denmark and it’s time you 
found out what. That's the purpose o! 


the fourth letter. The attitude you'll 
express is that you must have done 


something he didn’t like and y 


oals so taat you'll 


him to pour on the 
know 


what you did and wi 


more 
It's amazing how well people w 
respond when you invite them to lash 


out at you. If you haven't done any 
thing they didn’t like they hasten to 
l love you. If 
they are miffed about something, you've 


assure you that they st 


given them the chance to get it off their 


chests and that’s great. Once they’ 

put it on paper they feel better. On 
paper it migl lool ll 
to them At any rat 


ind they like you better 


wteeven loc 


one of the greatest 


things you'll learn ab 

to your own clients 

weaknesses in your 

your own methods that « 

truly constructive changes 
This isn’t guess work. Ir 

ler 


You have 


prepared to do what has to be 


this method with won 


will work for you too 


patch up wrongs a client will point out 


You can't afford to invite his criticisms 
h 


ind then ignore them. You've got 


ind some 


hard selling to do when you mail that 


some pe rsonal < alls to make 


fourth letter, but it will pay off hand 
somely 
ae 
Our final letter type in this series I've 
dubbed, “Kindly Letter They are the 
le seldom yet. The kind 


etters peop 
they never expect and theretore the 


ones they react to best. 


, 
People expect you to write sales let 
ters. They expect you to write covering 
They 


expect letters when they make inquiries 


letters when you mail! literature. 


They are not at all amazed when thev 


yet imactive account letters, collection 


letters or reminder letters. But they 
don't anti Ipate ibsolutel unnecessary 
letters 

For example made your first 
call on a prospect. The interview didn’t 
succeed and it didn’t fail The door’s 


open tor a future ca It the man you 


nteryiewed gets n enthusiastic letter 
rom you the morning atter he'll | 


flattered and pleased It 


letter trying to sell him 


K 


t be 
surprised, 
won't be 
inything, just a warm, sincere thank 
you for giving you the most precious 


th ng he has . some of his time 


Just think of the reaction wi 1 


prospect has turned you down cold and 


Still another vote of confidence ... a result of the 


satisfactory service that won for ILB 


so many repeat clients. 


INDUSTRIAL 


45 Astor Place, 


the mext day r trom you 
saying you re n sorry you failed 
to bring him something that interested 
ind benefited him, but you teel that 
vou came out W tha proht yust because 
vou met him. What do you think that 


nan will say when a tr end mentions 


that you isked tor an appointment? 
Who do you think he'll 
decides that maybe 
} 


muy some fund 
Kindly 


You Zo to iepartment store to Duy 


remember 


he ever he should 


sh ires” 


turther than that 


etters yo 


i necktie The salesman s unusually 


courteous and helpful. When you get 
back to the office it will take you just 


five minutes to write a brief letter to 
the head of that store telling him what 
i fine salesman they have in Mr. So 

1 fect 


ind-So The store executive will teel 


good The salesman will feel good and 


both of them have been mpressed with 


your name, your firm and the line of 


business It may never mean 


n extra clier r an extra sale for vou 


And again it ght Sut whether it 
} 


does of esn't you've made those 


o peopl that the world has some 
' 
pretty swell guys in it and you'll feel 


tw 


yrand lor having made them feel that 


1 : : 
way You'll do a better selling job 


that day just 


vecause you teel so good 


Make a habit of writing kindly letters 


It's wonderful 


BUREAU 
New York 


LIST 


New York 3, 


GRamercy 5-3350 





25 RULES FOR 
VIVID LETTERWRITING 





This should be a good book for your 
library The price is $4.95 at your 


bookstore or direct from Lippincott 
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AN EMOTIONAL 
MERRY-GO-ROUND 


Read this which 


lette? 
cached the i typed on two 


heets of plain paper Fei 


j adted 


ruary 6 
It's your fault, Henry, 
that my social cylinders are n 


siclle do er 


Yeste rday as | 


water<ooler, £ yroup of tellow | 


tarians (who, contrary to appearance 
ire not employed to guard the wat 
| j hir 


suddenly stopped FAD 
rt 


i’ tared 


me with pained eves, 
iway 
This 
rut ow hen 
was 99.44 


*) 
horribly 


made suspicious 


they returned to 


sure that somett 
amiss with my zodiac 
Retreating to the washroom, 
made the 
with negative 


In quick 


sclentiously triple-sniff 


pit test esults. 


Succession, I check 
! 


dandruff on my coat, a dull co 


two 


Goodys i 
aunpunctucet 


yy” a] 


Washington 
Boston 
Philadelphia 


MARCH 1952 


ny teeth, 
wrinkled trouser seat. All results reason 
tried to check for 
. ; 

halitos Ss, Dut gave up 


1 
ably negative. I 


because 


dificult these days to breathe 
own face. 


To get to the 


goody, Henry, some 
serious introspection finally enabled me 


' , 1 
to place the blame squarely on you 

I crashed into the caboose 
} 


You see, 


ot your crusade tor “Dearless” letters, 


and I just haven't been able to accept 
the thing en masse 
you're r 


Maybe 
j 


s had 


know 
me on an emotional merry 
go-round tor t past few weeks I've 
and 
Dear 


stumbling ov his an at 


stoy 


I 


agree \ uur basic tet 


“Dear 
S$ DecOMmINg Passe, is usually a bit tox 


ets on 


customary salutation. 


cozy, too downright tamil Granted 


Ihe slog fe the discuminalt / 


360 Furmar 


SIOppy shirt collar, ind 


ace doubtless can 


idvantage, usually. But 


you teel, Henry, that when 


tolks it is best to re 


ipproach? For ex 


nd dolls who have 


d the where conservatism sets 
folks who relish 
a : 

ild oats. To these old dears, the 


tond memories ot 


than the 
the 
at least in bad 


is Olt more attractive 
Might they not 


a bit blatant, or 


new, consider 


stopper 


iste? n not dogm ibout the 


Just curious 
s nack 


ster thus 


} 1 
OOK 


stock 


il the choice 


our 


, , 
dearless isn’t best 


dual problems 


Your envelope, front and back, is 
advertising space. You pay for it— 

are you using it? The clear, seamless 

area on the back of Cupples side 

seam envelopes gives you on extra chance 
to advertise your product or company. 
Prepare your copy to include back 
printing and make your envelopes 


poy for themselves 


upples 


CHnVE lope CO., ine. 


2, New York 


Street + Brooklyy 








W. S. PONTON, INC. 50 East 42 Street. 
New York 17, 4.¥ mu 7-5311 











SALES LETTERS 


instantaneous appeal 


“That Fellow Bott” 





Leo P. Bott, Jr., 64 E. Jackson, Chicago 
XY f 








30 NEW WAYS TO 
DOUBLE 
RETURN CARD 
became 


on 30 different pages 
rease Retw Car i Per 
reases your returns only 
mes the cost of ly 
f many ideas tha 
rcentages. d e the effe 
” mail order promoti 


ONLY $3.00 
FOR COMPLETE KIT 
IRVING LEVY * 6708 Sth Ave. N.Y. 19, N.Y 


Canta ee 





makes 


2, 3 or 4 copies 
with One typing 


No Machines, No Stencils, 
No Attachments 


Use any typewriter | 


Penny Label Coe 

9 Murray St 

New York 7, A. 
Please send 
FREE sample of 
your TIME & LABOR 


Sh WS RE, ER OE Ge, ee 


i bit heady 


would ippreciat 

» om thi 

it on this thing e¢ important thing to remember 
1% wanted to make letters 


i soft-walled 


vested or desired 
these 


repeat here we 4 itions we have con 
| 


stantly printed ntervals through the 


nts ol 


THE SPANISH 
PRISONER SCHEME 


reports 

tbreak 

people 

rs took I n Ili lo t he last 
including years nee Sir Francis Drake 

re only a few ner the Spanish Armada in 1538. A 
but others prominent physician in the south was 
system” is being recently fleeced of $15,000 In spite 
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a 


smart-alecky or impolite approach I'll 





ol traud orders 


partment new 
strategy and st 
Mexico to An 
ge ‘ ickers 
Here's a 
one of your port) 
iny day now it ll py t 193 \ la-Wooket w 
(deliberately ) 
plain envelo; 
stamp. It you do 
mmediately to 
Bureau or to | 
Post Office 


THE SHERATON HoTE! 
808 NowTs Micstaas Ave 
Cnurcaoo 11, Tut 


1950 


yy 


a 
| i ae eS 
Or HO OL wa SS 


- “- 


Ps 


ee Cn POE 8 te we 
os Aa "ae > 
(Cawre i lt. 


i, a ed > 


, 


2, 2 tam QY 


WL uu lAtl 


iout your 

The report 
Hayden, director ) 
RALPH FREEMAN 


< s | 


Vermont Winter ldr | 
Road, Wellesley 


the horseback can 





We are reproducing ‘reduced from 8'2" x 11") a clever letter in shorthand sent to 
secretaries around Chicago Sheraton Hotel area offering a free drink in new cocktail 
lounge. It was mailed last year but we spotted it at the recent Hotel Sales Man 
agers Convention in Philadelphio. For the purpose it had plenty of umph. Handled well 


1952 





Sorry, but | have to 
register a complaint 
It's this 


Your records must be 
wrong — I'm a regular 
Goldsmith customer 


Everything's fine — just 
haven't needed anything 
Be seeing you 


LOST CUSTOMER 
REPORT 


Re r} 
(sy T 


‘ 
\ 





"WHAT HAPPENED =e wind with you To vs. keeping PASSES TO PATIENTS 
TO KILROY? onant as atfering qualty mechan PAY OFF 


Ar 


EXPLAINING ADVER- 
TISING TO SALESMEN 


\ ' 


REPORTER'S NOTE: Above idea trom always 
good ‘‘Cooperator h.m. of The Alexander 
Film Company. Colorado Springs. Colorado 
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CONTINUITY IS THE 
SECRET OF SUCCESS 
IN DIRECT MAIL 


we should take nto 


errors 


is our 





than ran 


Your catalog and letter travel 
together and arrive together w 


~“... curs MONO-POST tnvetoves 


Sales letter goes in first class compartment which is sealed. Catalog or sample 
is enclosed in large open end compartment Each supplements the other for 
more effective, more result-getting presentations 


No extra postage you poy first 
class rates on your letter, third class 
on enclosure 


Sead fer samples! 


CURTIS 1000 INC. ( 


380 Capito! Avenue 1000 University Avenue 
Hartford 6. Conr St. Paul 4, Minn 


2630 Payne Avenue 355 Marietta Street NW 3206 
Cleveland 14. Ohio Atlanta. Georgia 


THE CAT DIDN'T GET Prive ony $2.00 postoaid 


ACROSS THE STREET GET THE FACTS 
ABOUT PHOTO-ENGRAVING! 


w 














un 


ty to-engraving questions 


ivailable to you now, in 108 pages—lavishly 
ick an te, and r. Just drog 
ney 


Ss your check of ler in the next ul 
HORAN ENGRAVING COMPANY, INC. 
44 WEST 28th STREET, NEW YORK 1, N.Y 
Telephone MU 9-8585 Branch Office: MArket 2-4171 
“24 HOUR SERVICE” 


Black & White, Benday & Color Process 
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IDEA FOR 
PROMOTING A 
CONVENTION 


W. S. PONTON, NC. 50 East 42 St 
New York 17, N.¥. MU 7-5311 


ADDRESSING MACHINES ® 
EQUIPMENT-SUPPLIES-PARTS 


REBUILT ADDRESSOGRAPH 


All Models 
Hand G Electric 


WE MANUFACTURE 
BUY and SELL 


frame trays 


Piate 
cabinets 
speecaumat 
tencil 


REBUILT ELLIOTTS 
All Models 
Hond G Electric 


WE MAN 


FACTURE 
BUY Et 


Write Dr 
Dept. R-1. 4 


MAILERS' EQUIPMENT CO. 








“FOR HEAVENS SAKE! WHAT TIME DO You 


EXT vEaR 1. REeeTER we abvance /” HAVE TO START TO THAT CONVENTION ? * 


EXPLAINING 
DUPLICATIONS 


on a? Dy 3 
accompanies 
by Curtis 
1 : 
ompany, Philadelphia 
= 


BSCRIBERS 


“ ils nailed 


\ 


CARRYING IT 
TOO FAR 


DIRECT MAIL 
F vee — RECRUITING 


ot Placement 


lar (simp ind 
oO 10MiK« designed ) 
um Har LAY hon of 


piovers us¢ direct mail yreat 


carried intorma 
t officer 


or en 


rents ire Value to any procur 


malustria 


emen 
purchasing 


j agent 
ell ng college placement ofhces yineer It would be 


company ome companies t as 


iifhcult to classify 


i personal 
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EXPLAINING AN 
ASSOCIATION 


We Ke the ok 
Dairy Products Asso 
Street, Columbus 15, 
new members and 
tion Exceptiona 


1 DOOK It 


MARCH 1952 


wlapted to explain all sorts of associa. J WORTHY APPEAL 


tions And there are sure a lot of 


issociations. Wall Street Journal est . 
, Homer J]. Buckley, first president of 


the DMAA, ts sending personally type 
letters to rcle ot tnends. We 


mates that there are now abou 
national associations About 8.000 ! 
since 1930 
ousands ot copy should h I widest 
Most ot 
lirect 
lues: to kee; 


) t 
conduct: ali 


State | 
cretaries al 
you like t or 
the direct ma 
You better learn al you cal 
Many ot the association se 
ive taken that advice seriously 
idving. Muct 


ent 


those 
t recent death 


* NCBM 


r equitable postage 


the “right touch” in Direct Mak 


Sense of touch can be all-important in creating 


just the right impression. “Feels right is right,” 


in SO manyv cases 


Ever meet a stranger whose firm handeclasp and 
warm smile made vou friends from the start? So 
it is with Cupples-Hesse custom-embossed en- 
velopes. Thev have a “feel” of quality that in 
spires respect and confidence, builds prestige and 
sets the stage for vour sales messaye Your sense 
of touch tells vou This is something special no 
ordinary mailing.”” The impression carries over to 
gain for your mailing added attention and interest, 
higher readership that results in greater returns 

The “right touch” at the right time,¢ upples- 
Hesse custom-embossed mailing and ‘reply en 
velopes give your mailing real sales dynamite. 


Try them on your next direct mail campaign. 


Cauppler-Aesse Corporation 


ti7+N. KINGSHIGHIWAY BLVD. SAINT LOUIS 15, MO 





SMART ALEC “FORM” REQUESTED 
WRITING nonal Dist 


\A 


pe COLLECTING DUES 
something 
GOOD 
for the 
FISH MAN 


RMA 3547 REQUESTED 





FIGURES DON’T LIE 
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TWO GOOD 
COLLECTION LETTERS 


Beard, collect 


Number Two 


MARCH 1952 





CLASSIFIED 


ADVERTISING 





iT 


Help and n WU 





ADDRESSING 





ADDRESSING ... TRADE 


M. Victor—Addressing for the Trade 


STerling 9-8003 





ADDRESSOGRAPH PLATES 





ADVERTISING AGENCIES 





FOR SALE 


Rebuilt Multiliths & Davidsons! 
Every Press Carnes New Machine Guorontee 
Conmroct Us Before You Buy 


& EQUIPMENT CO. 
326 Broodway, New York 7, N. Y. 
HAnover 2-6700 


LABELS 








MAILING MACHINES 


~ eat 
7 MACH 


£1300 MULTILITH. 


$1795. DAVIDSON 


DUAL DUPLICATOR. 





OFFSET CUTOUTS 
MPLETE service in U.S. Now 
1vailable—OFFSET SCRAPBOOK #7, 
is reproduction proof t promotional 
words and art panels 
paid Literature free 
BOLD, PUBLISHER, 1209-K 
Los Angeles 6, Calif 


Write Dept. “C” for our FREE Catalog! 


W. S. PONTON, INC., 50 East 42 Street, 
New York 17, W.Y. MU 7-5311 


@ Better put me down for a personal subscription to 
THE REPORTER. I'm tired of waiting in line to see 


the office copy 

NAME 

FIRM 

STREET CITY 


POSITION 


ZONE STATE 


Here's $6 for a year's subscription to THE REPORTER, Gorden City, N. Y 











SHORT NOTES 


Steel Company. Objectives are broad 
and sensible. Financial support being 
subscribed by industrial advertisers. 
agencies and trade publications. Entire 
program is explained in a 24 page. 4” 
x 8%" announcement folder. which can 
be obtained from NIAA headquarters 
at 1776 Broadway. New York 19, N. Y. 


DAVID GOLDWASSER of Atlanta En- 
velope Company (P. O. Box 1267. At 
lanta 1, Georgia) tells us he has 
changed his famous house magazine, 
‘In Transit.” from a bi-monthly to a 
monthly. This is in celebration of the 
beginning of the 1Sth year of publica 
tion. “In Transit” deserves to be pub- 


lished every month. Always filled with 
good, informative material. 


IF CONGRESS is hunting around for 
another screwy discriminatory postal 
regulation . . . someone should investi 
gate the law recently passed in Vene 
zuela. It allows love letters to be mailed 
at half rates if enclosed in rose colored 
envelopes. According to all reports. 
Congress will soon repeal the sill; 10°, 
surcharge on all purchases of more than 
49 postal cards. In the meantime, the 
Post Office is refusing to sell printers 
less than 125 sheets of 40 postal cards 

. thus making certain a 10°, fee will 
be collected. 


ONCE IN A WHILE throughout the 
year we will publish a complete list 
of all the names we have obtained so 
far of people and firms who hold the 
<1 permit for business reply envelopes 
and cards. Ben Dahike of Buffalo. New 
York thought it would be a good idea 
to round up all the folks who had been 
using direct mail since the inauguration 
of the permit system. Ben is the unoffi 
cial chairman of a group which has no 
membership requirements or dues. If 
any other names should be added. let 
us know. 


THE WORST CATALOG in the world 
now has its place in our “horrible ex 
amples” file. It was sent to us by an 
anonymous correspondent. who claims 
hat this operation is “taking money 
from poor. superstitious colored people 
who haven't even enough money for 
food.” For a shocker... drop a card 
or plain letter (mot your business letter 
head) to King Novelty Company. 2451 
Michigan Avenue. Chicago 16. Illinois. 
Ask for Catalog No. 90. Forty-eight 
badly-printed pages jammed with small 


type and gaudy. two-color illustrations. 
Offers such voodoo items as Devil's 
Shoe String. Snake's Roots, Witches 
Dream Books, John the Conqueror In- 
cense, Spiritual Rites Incense. good 
luck seals, etc.. etc. Very small type 
(overpowered by display headings) 
warns readers that voodoo claims are 
not guaranteed by manufacturer. We 
agree with our correspondent... a 
shoddy way to make a living by cap 
italizing on ignorance and superstition. 
The operation is possibly just within the 
law (due to qualilying phrases) but it 
certainly isn’t any credit to direct mail. 


EMPLOYERS looking for mail promo- 
tion executives—and people seeking 
jobs of that kind—can turn to The Hun 
dred Million Club of New York for help. 
This organization. comprised of men 
and women who are using the mails 
to sell magazines, books. merchandise. 
and other products and services. has a 
Placement Committee whose services 
are available to anyone without charge. 
Maintain an active file of the names. 
addresses and qualifications of exper 
ienced people looking for jobs. and the 
committee jumps at the chance to give 
this information to employers who have 
openings. Will also run your help- 
wanted ad (for free) in the Hundred 
Million Club’s monthly bulletin—which 
also carries ads for people looking for 
jobs. If you'd like to make use of this 
service, get in touch with the Placement 
Committee chairman—R. C. “Bob” Mac- 
Dougall. of The New York Times, 229 
West 43rd Street. New York 36, N. Y. 


HAL O'NEILL AND TOM CLARK. 
long-time specialists in maintaining and 
addressing lists of physicians, dentists 
and other professions. have gone into 
business for themselves under the firm 
name of Clark-O'Neill. Inc., at 100 Sixth 
Avenue, New York 13. N. Y. The Re- 
porter wishes them all sorts of good 
luck. 


TRICKS are sometimes dangerous. 
Rex Lardner. radio columnist for the 
New York Post. reported on his irritation 
at receiving an envelope with a legal 
summons appearing visibly through the 
paper. NBC had purchased a batch of 
summonses from a law-blank publish- 
ing firm and sent them out “summoning” 
people to tune in to the Eddie Cantor 
show. It may have been a clever pro- 
motion. but we think Rex Lardner’s com- 
piaint was justified. The stunt probably 
caused ill-will even though it got at- 
tention. Businessmen don't like sum- 
monses. 


A FASCINATING PACKAGE recently 
arrived from abroad. A cover folder 
titled, “Letters From Germany.” con- 
tained 26 mimeographed pages repro- 
ducing a series of letters written by an 
old friend of this reporter. A devoted 
American citizen went back to the 
Fatherland after the war. Frequent 
messages to his friends in America 
gave his intimate observations of the 
changes taking place .. . the problems 
lying ahead. The booklet is a com- 
bination of all the letters in one pack- 
age. We have only one copy .. . but 
will lend it to anyone interested who 
promises to return it promptly. The 
last paragraph is sobering: “Last night. 
I was listening and talking to a fellow 
who lives in Grotewohl’s “democratic” 
Germany. It always makes me feel like 
a millionaire when I realize that I live 
in the Free World. Be sure you don’t 
forget that when you start on your 1951 
income tax returns!” 


ANOTHER HOKE has blossomed out 
as a writer. A nephew of this reporter. 
Jack Hoke (son of brother John in Cali- 
fornia) has authored “The First Book 
of Snakes.” He's an expert on the un- 
usual subject. Sixty-eight. well-illus- 
trated pages tell a fascinating story. 
Published by Franklin Watts. Inc. Price 
$1.75. Available at your bookstore. 


A PATRON SAINT for direct mail 
has been suggested by Fred Weber of 
the Will Corporation. Rochester 3, N. Y. 
(Where is the street address and tele- 
phone number on your letterhead?) 
Fred thinks we should select St. Paul 
ard reminds us of the old story about 
the direct mailer going to heaven. He 
was asked by St. Peter what he wanted 
to do first. “Meet St. Paul.” replied the 
percentage-minded operator. When the 
introduction had been accomplished. 
his first question was: “How many re- 
plies did you get to your epistle to the 
Ephesians?” Bring it up. Fred. at the 
DMAA Convention in Washington next 
October. 


DIRECT MAIL DOLLAR VOLUME for 
January 1952 was $91,900,385—an in- 
crease of 1.3°%, over the corresponding 
month in 1951. Looks like another bil- 
lion dollar year is ahead . . . in spite 
of increased rates and an upset Post 
Olfice Department. Next month we'll 
give you a more complete report on 
“the situation.” Exposes of Post Ofiice 
inefficiency are appearing in news- 
papers all over the country. Worst 
“press” in history. We are making an 
investigation of the handling of third 
class mail and will have some 
shocking details to reveal later. 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 


ADDRESSING 


ADDRESSING TRADE 


MAILING LISTS—Brokers 
ADVERTISING AGENCY 
y 


ADVERTISING AGENCY PERSONNEL DIRECTORY 


ADVERTISING AKT 


ALC TOMATIC TYPEWRITERS 


AL TOMATIO TYPEWRITING 
MAILING LIstTs—Compilers & Ow vers 


avis 
COLLATING MACHINE 


COPY WEITER (bere 


pikhee Ty WAL AGENCIES 


MATCHED STATIONERY 
MELTIGR APH SUPPLIES 
OFFSET PRINTING 
DIRECT MAIL ROQUIPMENT 


PAPER MANUPACTURERS 
PELIOTT STENCIL CUTTING 


ENVELOPES 


PARCEE Post VATLING BONERS 


rHoerTro ENGRAVERS 
n 


PrHOTOGKAPHS 


VEATES A STENCILS 


PRINTERS & LITHOGRAPHERS 
ENVELOPE SPECIALTIES 


GATHERING KAGCKS PRINTING FQUIPMENT 


F 
Hfotsht OhEANS 
KETURN CARD IDEA FILE 
IMPRINTERS “ALES LITERATURE 
“OKRTING A PILING J00-s 
LABEL PASTERS 


STAPLING MACHINE 
PLABEES 


STENCIL CUTTING A ADDRESSING 
PeITER GAIDMETS 


“VNEMC UTED thot st PVA NZENES 
MAIL VPDRESSING STICKERS 
TYPEWRITERS 
MATE ADVERTISING SERVICES (Lettershops~ 


VITAMINS SNEP MINERALS 








Here's the Paper 
the Printer Selected!" 


.+» Says the Engraver 


“This printer is cooperative. He insists on 
proving the plates on the paper to be used 
for the job. In this instance the paper is Hudson 


Gloss—so | recommend 120 line screen.” 


CONSULT THESE SPECIALISTS: 












































The Printer who has learned from past The Engraver recommends the half- The Ink Man who recommends and 
pressroom performance Hudson Gloss tone screen for reproduction and submits compounds the most practical inks for 
of the job proofs on the paper ielected for the job the job 


rue quality © 


HUDSON GLOSS... | 
the specialists’ choice Lear 4 \ 
Letterpress printers select Hudson Gloss for recipe booklets, | _ Pays Off | | 


broadsides, travel folders and inserts for economical printing 


brinas « the t 








of coler work it makes their work look better. On your next letter- 
press job ask your printer about International's Hudson Gloss. 


International Paper Company, 220 East 42nd Street, New York 17 


Beternational 


Bper eee 


GROUNODWOOD DivisSsStion 








